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Formula for Sun 


The equation on this cover of the Sales 
Merchandiser represents the spirit and 
determination of our sales organization. 
The photo is a graphic representation of this 
equation. 

It’s a photo of Retail Representative Kari 
Olson of the Duluth, Minn., district. A major 
snowstorm hit Duluth in late October of 
1991, dumping 39 inches in one day, That's 
a major obstacle to business as usual, even 
for Duluth. Undaunted, she ‘Took It To The 
Streets” on a snowmobile and made six 
Cidls. 

Therein lies the explanation of the equa- 
lion...39 (inches ofsnow) xe-' (extra effort) 
=6dm (6calls made possible by dedication 
and motivation). This example from 
Duluth dramatizes the point dial everyday 
obstacles are placed in your path. Every 
sales representative faces them... competi¬ 
tive representatives who rourange your 
plan-o-grams, remove your advertising, or 
attack your merchandising placements. 
The war in the store is intense. 

On a broader scale, the company faces 
equally tough obstacles in our path. We 
made a complete turnabout in 1991. From 
a disappointing first half, we turned the 
business around, improving our market 
share performance on our total full price 
business, as well as our Winston brand. The 
competition senses this upward shift ill our 
business and will attempt to stop it. They’ll 
throw everything at us in 1992. 


But we have entered this year with a solid 
base for future progress and with momen¬ 
tum behind us. Well be workingharderand 
smarter to keep this momentum going. Be- 
ginningwithtlie introduction ofCamel Wides 
this month and conlinuingwith other intro¬ 
ductions this year, we will make it dear to 
the industry that Reynolds Tobacco is com¬ 
mitted to our full price business. 

At retail, Account Specific Marketing will 
enable us to pinpoint our displays and pro¬ 
motions to specific brands in each call. We 
have only seen the tip of the iceberg in terms 
of the long-term implications of Account 
Specific Marketing and its potential for 
increasing our market share. 

Most of you have already met with your 
division or district manager to set your 
individual goals for 1992. They were stretch 
goals which, no doubt, will require you to 
overcome a variety of obstacles. Your for¬ 
mula for success, and indeed, for everyone 
on Team RJR, is the same one Kari Olson 
used,,, extra effort made possible by dedi¬ 
cation and motivation. Together with mo¬ 
mentum, it’s an unbeatable combination. 
Sincerely, 



Executive Vice President—Sales 
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call individually, for trade marketing, it John Drew, who will concentrate on the accurate field input. Excellent communica- 

means that we will market every chain and supermarket segment; and Bob Fiori and tion is essential to our being able to supply 

direct account individually," Hendrix said. Rick Young, who will divide responsibility the tools necessary to enable the field to 

The trade marketing group, which re- forthegrowinggasandconvenienceclasses make a winning call. It's your call at retail, 

ports to Hendrix, has a dual role in the of trade. but help is only a phone call away." 

organiziition. They are involved at retail Hendrix is also responsible for the plan- The new organization of account market- 

through merchandising, wliich provides ning and promotional effort for the savings ingservices exists "for one reason and one 

carton and package fixtures and promo- segment under the direction of Mike Shaw, reason only,” says RickSanders, vice presi- 

tional launching platforms to the field. The director, sales, savings business unit, and dent, account marketing services. “To pro* 

Merchandising Department is headed by private label, headed byjim Helm, director, vide the quality of service, coordination and 

George Baroody, vice president, merchan- Forsyth Products. Larry Schreiber, vice logistical support necessary to facilitate our 

dising. Baroody sstaff includesjim Powers, president, trade development, who also re- collective transformation to an account spe- 

director, merchandising, Walt Whiteman, ports to Hendrix, has accountability for the cific marketing sales organization.” 

director, merchandising development, and trade segment. Tom Trader is director, All of the elements supporting Account 

10 managers who oversee the development trade relations, and Bruce Hatter is direc- Specific Marketing are included in the str¬ 
and production of merchandising units. tor, trade programs. Ralph Gaillard is vices group. Staff Vice President AI 

“But we’re also involved in what I call a director, military business unit, under Barnett is responsible for planning, com- 

reawakening of our awareness of the im- Schreiber, and Jack Regan is national man- munications, and sales technology. This 

portance of our chains and direct custom- ager, vending/trade programs, reporting to area includes the development of the Quar- 

ers," said Hendrix. To this end, Hendrix Hatter, terlyWorkPlanAccountSpecificMarketing 

brought to trade marketing three expert- ‘Trade marketing, like retail marketing,” Manual by Dick Luongo, director, sales 

enced regional managers who will work in Hendrix said, “is going to require a close planning, who works with field managers 

partnership with field managers and pro- relationship between the field and Winston- and the individual brand business units, 

vide category expertise to executive chain Salem stiff. Wecannotadjustourmerchan- Threenewbusinessunitsalesmanagers, all 

management at the highest level. These dising and trade programs to be responsive previously division managers, have been 

new directors of national accounts Include to changing market conditions without added to Bamett'sstaffto WTjrk directly with 
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the brand business units to assist in the 
development of brand specificpromotions, 
Bill Duffy is assigned to Winston, Cathy 
Bisese to Salem, and John Eliegate to Camel, 

In addition, Barnett oversees the commu¬ 
nications function to ensure accurate and 
timely communication to the field. 
Barnett’s other area of responsibility is 
sales technology, which provides systems 
support to the field in accordance with 
Account Specific Marketing objectives. The 
sales technology function is divided into 
two areas—sales information systems and 
sales information analysis applications. 

Kay Word, group manager, sales infor¬ 


mation systems, is responsible for taking 
the sales information system from an activity 
and reporting device to an analysis and 
informational tool to help the field make 
decisions at retail. 

The sales information analysis applica¬ 
tions group, headed by Group Manager 
Frank Beck, will focus on new technology 
to enhance business presentations made by 
field personnel and their knowledge of 
brand categories. Joining Beck’s group are 
two former chain accounts managers, Steve 
QuaJkinbush and Mark Kruth. Qualkinbush 
and Kruth are national managers, informa¬ 
tion analysis. 


The most visible aspect of account mar¬ 
keting services is the magnitude of promo¬ 
tions and the vast array of sales materials 
shipped to the field Putting that into per¬ 
spective, Sanders estimated “we will deliver 
over 600 million consumer offers." 

Jerry McKenna, vice president, sales 
promotion, who reports to Sanders, works 
in concert with the brand business units to 
secure the required quantities of all con¬ 
sumer offers, including B1G1F offers, pre¬ 
mium and coupon offers. His staff has 
seasoned promotion professionals includ- 
ingjohn Dean, director, retail operations, 
and Mary Bowdish, senior manager, brand 
operations. Senior Manager Buzz Buzzard 
is responsible for local opportunities pro¬ 
grams and Robert Crawford, group man¬ 
ager, works on new concept development. 
Charlie Stone is manager of promotion 
production. 

“The sheer volume of sales materials 
shipments is mind boggling, ” said Sanders. 
"Imagine a caravan of tractor trailer trucks, 
each one 65 feet long, loaded with RJR 
promotion and merchandising materials 
moving on an interstate highway, bumper 
to bumper, You would have to travel 50 
miles before passing that caravan." 

Getting those materials to the right place, 
at the right time, in the right quantities, is 
the job of Harold Roseman, director, sales 
materials logistics. Roseman, who also 
reports to Sanders, is assisted by Don 
Esposito, national manager, merchandising 
operations; Bill Brown, manager, ware¬ 
house operations; Gary Overfelt, manager, 
P-O-SAvorkplan operations; and their stalls. 

Yancey Ford summarized the recent in¬ 
ternal organization changes as necessary to 
provide “superior support to the field in 
logistics, information technology, and pro¬ 
gram development." Added to that, he said, 
“is a higher degree of responsiveness to the 
needs of the sales force.” 

In subsequent issues of the Sales Mer¬ 
chandiser, each of the home office opera¬ 
tional units will be highlighted to expand 
your knowledge of their initiatives in sup¬ 
porting your transition to Account Specific 
Marketing. 



Jim Powers, director, merchandising, presents ICAP (In-Store Continuous Advertising 
Program) to help the field expand advertising opportunities at retail. 
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Came] Wides, a distinctively new cigarette concept, made its 
debut on March 2, offering smokers of hill flavor and lights 
cigarettes unbeatable new smoothness. 

“Camel Wides are the first domestic cigarettes to feature a 
larger circumference,” said Ned Leary, senior marketing 
manager for the Camel brand. "The two ‘wide’ Came! char¬ 
acters, featured in the advertising, draw attention to that fact 
and announce its major selling point—smoothness, These styles were 
developed to meet the rising demand among smokers for smoother 
cigarettes, and smokers in our test groups give Camel Wides extremely 
high marks for meeting that objective,” Leary added. 

Camel Wides advertising began with a teaser billboard cam¬ 
paign in February: “Camel Wides: Coming March 1.” The 
national rollout is being supported in out-of-home and print 
ads, through direct mail and at P-O-S. For the product’s introduction, a bright yellow 
windbreaker is offered with a multi-pack purchase. 

“Our research indicated that Camel Wides will have broad appeal, but will be especially 
appealing to men in their 30s looking for a smooth-tasting cigarette,” said Leary. “This 
is definitely a new Camel and the competition has nothing to match it” 

“Camel Wides is another step in broadening Camel’s base among competitive smokers 
and capitalizing on thegrowingbox category,” said Charlie Davis, senior marketing manager 



for Camel. “Camel Wides have an excep¬ 
tionally smooth tasteandacomfortablefeel. 
We are optimistic about its potential to 
convert competitive smokers to the Wide' 
side," Davis said. 

"Camel Wides' broad appeal with smok¬ 
ers will enable us to capture incremental 
share and volume from our competitors. 
Distribution, highly visible P-O-S, and 
displays are critical ingredients for oursuc- 
cess. However, with this product’s wide 
configuration, feel and smoothness, Trial, 
Trial, Trial’ among competitive smokers is 
at the top of the list,” Davis explained 

Camel Wides will further solidify theCamel 
brand’s strong position in the full-price 
category, according to Davis. "And our 
superior sales force has the perfect com¬ 
bination of skills and tools to make it a huge 
success.” 
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It's becoming a familiar pattern. 

First, anti-tobacco zealots start pressur- 
inglocal government. Theymakefalseclaims 
about sharp increases in youth smoking. 
Then they clamor for harsh merchandising 
restrictions, which could cripple cigarette 
sales to adult smokers. 

Next thing you know, the local governing 
body has banned self-service cigarette dis¬ 
plays. Sometimes they also ban cigarette 
coupons and discounts, 

These merchandising bans are new. But 
they’re catching on hist, as ardent anti¬ 
smokers spread the word to their cronies 
in other states. 

Within the last year, display-ban propos¬ 
als have cropped up in Massachusetts, 
Minnesota, Michigan, New Hampshire, 
Utah, Florida, and New York. Chances 
are, zealots will shirt pushing similar re¬ 
strictions in your area soon. 

We must fight these local restrictions as 
soon as they come up, whenever they come 


up. In our experience, when we do fight 
back—especially when \ve start early'—we 
can defeat the proposal. That's what hap¬ 
pened in Eagan, Minn., and Framingham, 
Mass. And hopefully, we'll be successfiil in 
Marlborough, Mass,, as well. 

In this historic Boston town, the Board 
of Health recently proposed a complete ban 
on free-standing cigarette displays. 

This proposal would force local mer¬ 
chants to keep cigarettes behindlhecounter, 
out of adult smokers’ reach. Not only would 
smokers be inconvenienced, their impulse 
buying would also drop. And it could jeop¬ 
ardize manufacturers’ display payments. 
This proposal could seriously hurt 
Marlborough retailers and affect our ability 
to reach target smokers. 

The moment we learned about this unfair 
proposal, we mobilized against it. First, 
South Boston Division Manager Gary Loser 
and North Boston Division Manager Tom 
Fitzin got in touch with Susan Mitchell, the 


smokers’ rights field coordinator for New 
England, who works with RJR’s Public Is¬ 
sues Department. While Mitchell alerted 
smokers andpolitical allies, LoserandFitzin 
galvanized their sales people to alert local 
retailers and enlist their support 

Meanwhile, IheNewEnglandConvenience 
Store Association, NECSA, contributed its 
considerable clout. Chairperson Kathy 
Flaherty worked tirelessly to keep the RJR 
folks aware of the latest developments. .And 
other allies, like Jack Kemer of Mellitone 
Vending, lent further support. 

When the Board of Health held its public 
hearing, 63 people showed up and 58 of 
them opposed the display ban. Store own¬ 
ers, wholesalers, leaders of trade associa¬ 
tions, smokers, and local politicians spoke 
out against the restrictions. 

The Board of Health was surprised. Their 
spokesman said they wanted to further dis¬ 
cuss the proposal and that another public 
input meeting would be scheduled. 

Filzin believes the board’s attitude changed 
during that dramatic hearing. Before the 
hearing, he says, they had supported the 
display ban. Once they realized the strength 
of local opposition, they were apparently 
more open to the retailers' perspective, 

The Marlborough battle isn’t over. The 
second hearing hasn't yet taken place. But 
Loser, Fitzin, and their allies are gearing up 
for it. 


A Model for tiie Entire 

Our Boston team met the challenge masterfully. These same the details. Working closely with your division manager, we’D help 
strategies can apply to all proposed sales restrictions, mobilize smokers and business allies in your area. And we’D also 

1. Take the threat seriously. As Fitzin says, ‘This is our livelihood, alert the smokers’ rights field coordinator who covers your region. 
Fighting sales restrictions Ls everyone’s job. We must be willing He or she is a grass-roots veteran, skilled at fighting this type of local 
to make that extra effort and go that extra mile to protect our political battle. 

industry." 4. Start fighting! Tell retailers about the threat and show them 

2. Find out about the threat early. The anti-smokers try to ram howitwillhurttheirsales.AskthemtocallandwTitetheirpoliticians 
these proposals through fast, before retailers are really aware of to protest the proposal. And urge them to attend, and speak out, 
the proposals’ financial impact. Scan the newspapers and watch atthepublichearing. Ifyouknowothcrpotential allies,wholesalers, 
your local news. Be on the lookout for any sign, even if it’s only for instance, make sure they get the same message. 

a rumor, that local government may consider cigarette sales 5. Attend the public hearing yourself, if possible. And persevere! 
restrictions. Often, more than one hearing convenes to decide the issue. Per- 

3. Report the threat to RJR’s Business Watch. The moment you sistence pays off... in victory! 
hear of a proposed restriction, call 1-800-862-2525 and give us 
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COMMENT 

We need a special, extra value display for 
our current 12 styles of Sterling. The old 
Doral CCD V trays and components make 
for a very large display on an already' 
crowded counter. B&W has the right idea 
with adjustable trays for height. Its display- 
doesn't seem to take up as much counter 
space. 


We have been unable to find a more flexible 
andcostefficientpermanentsavings display 
unit than our plastic modular PCI). How¬ 
ever, there is always room for improve¬ 
ment, and we will keep your comment in 
mind. 


Why does the Handheld ‘ ‘holdup" the phone 
for an extended time, then come up “er¬ 
ror," and keep attempting to go through 
witli extended “loading" procedure such as 
"loading SIS” and "loading MOT"? When I 
timed the procedure it took 34 minutes. 
Also, it tied up my phone ail night. Can this 
be corrected? 

REPLY 

There are many factors that determine the 
length of a Handheld communication. Nor¬ 
mal communication will take two minutes 
once the Handheld has contacted the Win¬ 
ston-Salem host computer. There are times, 
howev er, that a communication can take up 
to 40 minutes. This takes place when the 
Winston-Salem host computer sends infor¬ 
mation into your Handhelds such as a new 
brand table or mister list accounts, etc. If 
you have further questions, please contact 
the Fastech help desk. 


COMMENT 

The Winston B2G1F sleeves are very time 
consuming to implement. Will future B2G IF 
offers be packed this way? 

REPLY 

No, they will not The concept of the "L" 
sleeve was to allow three "L" sleeves andone 
live pack to be loaded in a B1G1F white 
carton. These seven live pack, three gratis 
pack cartons could then be shipped totally 
assembled andhave the ability to run through 
standard tax stamping machinery. During 
the development process, however, com¬ 
puterized direct account billing of the "7- 
Pack" carton became a problem. Develop¬ 
ment of a new sleeveat thispoint would have 
delayed DTS by three weeks, and changing 
the sleeve would have been a $ 1.6 million 
upcharge, It was decided that the money 
would be better spent on retail promotions 
for the field. 

In the future, B2G1F promotions will 
utilize the "flytrap" loading concept and will 
be much easier to work at retail. We under- 
standtheproblemsthisT sleeve has caused 
in the field, and thankvou for your patience. 

COMMENT 

The new enhancement to the Handheld to 
turn on and off promotions is excellent 
Now, give as the ability to do the same with 
the office PC to reduce the number of screens 
to go through when entering PTSW activity 
or updating activity summary' allocations. 

REPLY 

This is an excellent suggestion andhas been 
placed on the information resources task 
list Lookforthis enhancement to be inplace 
in the near future. 


COMMENT 

There needs to be more coordination be¬ 
tween letters from Winston-Salem telling us 
when things are going to be available and 
when they are actually available, such as 
advertising, fixtures, coupons, work plan 
materials, etc. 

REPLY 

The on-line communication function has 
been developed to help in this area. Also, 
Sales Materials is now placing items in an 
“active” status to let you know they are 
available for order. If a promotional item 
isnot available, Sales Materials will place the 
item in a “back-order" status. We under¬ 
stand your concern regarding the availabil¬ 
ity of items, and we are looking into many 
options that will supply information to the 
field for better execution. 

COMMENT 

To assist with accuracy and counting of 
coupons, our rolls and bundles of coupons 
should be numbered. Also, on Doral rods, 
printing the coupon value such as $3 or $4, 
etc., would be helpful. 

REPLY 

Although we agree that numbering cou¬ 
pons and printing the coupon value on the 
rolls would be helpful, the cost to do so 
would be prohibitively high. However, we 
continue to evaluate and refine our 
couponing efforts, from supplier recom¬ 
mendations to feedback on actual place¬ 
ment of the coupons. 
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When we double-depth tlie Flex units, I feel 
it would be efficient to place extended row 
dividers between die cartons. These divid¬ 
ers would extend to the depth of the box, 
thus keeping the cartons orderly and ro¬ 
tated. It is difficult to use the row r dividers 
at present when double-depthing a fixture. 

REPLY 

A double-depth divider kit is currendy 
being prototyped. If usage can be justified, 
this item will be made available for field 
use. 

COMMENT 

According to Caravan .Newsletter, Chrysler 
and Ford Motor companiesboth havesmok- 
ing policies that cover and accommodate 
both smokers and nonsmokers. Why, then, 
do we use Chevy mini-vans in our sales 
force? The Chrysler ntini-van is by far a 
better vehicle than the Chevy. Why don't we 
switch and support those companies who 
help to support us? 


Because of its smoking policy, we removed 
General Motors Company vehicles from 
our selector list for vehicle model year 
1992. The only exception was the Chevrolet 
Astro mini-van. In 1990 and 1991,approxi¬ 
mately 90 percent of our purchases were 
GM vehicles. To send diem a message, we 
have greatly reduced the quantity of GM 
vehicles to be purchased for 1992. We 
elected to purchase the Astro because it was 
a vehicle dial had application for select 
assignments and offered RJR die opportu¬ 
nity to reduce vehicle cost. The Astro mini- 
van was selected over Chrysler because the 
Astro hxs more cargo area than the Chrysler. 
Also, the Astro is better suited for the prod- 
uas, premiums and P-O-S carried by our 
sides force. 


comment 

Old Joe spoke to me this morning with 
concerns about the money and time I was 
wasting with my vehicle alarm. Since not all 
vehicles require alarms, he doesn’t un¬ 
derstand why we need Maxiguard. We 
could have a similar alarm installed locally 
with repairs done locally as well, We would 
not be under Maxiguard control, 

REPLY 

After reviewing our break-ins and dollar 
losses, we decided to discontinue placing 
alarms in all vehicles. The cost to install 
alarms was $300,000 and $30,000 annu¬ 
ally for maintenance costs. Since 1990, our 
policy has been to evaluate each request and 
decide whether an alarm should be in¬ 
stalled, We do not encourage local alarms 
because, in many cases, they can only be 
repaired locally. Due to our need to relo¬ 
cate vehicles to accommodate manpower 
needs, it's more workable for us to use a 
national distributor. 

COMMENT 

Retailers are commenting that they prefer 
the competition’s overhead solid dividers. 
Are we doing anything to change ours? 

REPLY 

We have heard a number of comments from 
the field on this subject. We are working to 
solve this problem by seeking a means of 
converting existing trays to solid dividers, 
and developing a new tray for future pro¬ 
duction that would Include solid dividers 
and an improved slide track. 


COMMENT 

Some of our customers (retailers) are 
complaining about their coupon redemp¬ 
tion service being very slow since we moved 
the center to Texas. Is this situation tempo¬ 
rary because of the move? We used to be 
the best! 

REPLY 

All of the system and production problems 
the Coupon Redemption Center experienced 
in recent months have been resolved Our 
turnaround on direct shipments is now less 
than 12 calendar days, based on the actual 
day the coupon shipment is received in El 
Paso to the day the pay code is set at CRC 
in Winston-Salem. We are also well below 
our targeted turnaround goals for the re¬ 
tailers who submit through clearinghou ses. 
We have regained our position as the leader 
in the industry. We achieved our goal de¬ 
spite a 67 percent increase in coupon vol¬ 
ume. In 1991, the CRC processed over 300 
million coupons. 

Also, CRC Customer Services representa¬ 
tives have received numerous inquiries 
regarding the differences in what the retail¬ 
ers claim on their invoices and whai is 
actually paid. CRC keys 100 percent of the 
coupons submitted by retailers and pays 
the keyed amount. In the past, some retail¬ 
ers, accustomed to being paid what they' 
claimed on their invoices, may have "pad¬ 
ded" their invoices. CRC works with retail¬ 
ers on their first inquiry to help them un¬ 
derstand our new policy of paying what is 
keyed into the system. CRC takes pride in 
being the leader in the industry in coupon 
redemption, and they' are committed to 
maintaining excellent service. 
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Before you could say, “Gentlemen, start 
your engines,” the Norfolk division had 
plans to tailgate on the publicity' blitz for the 
Winston Dover NASCAR Race, and leave the 
competition in the pits. 

Shore Stop Foods, a 40-store chain, was 
targeted to increase Winston sales and pro¬ 
mote the Wrap. The Winston race team 
provided racing jackets and some free tick¬ 
ets for the Dover Race. Employees of stores 
which had the biggest increase in Winston 
business during the four-week promotion 
received racing jackets, and the store man¬ 
agers and supervisors received free tickets 
to the Dover Race. 

The store personnel really got involved 
with the division to produce some signifi¬ 
cant results. To support this promotion, 
2,634 extra cartons of Winston products 
were shipped to the stores. Winston sales 
increased to almost 19 percent while 
Marlboro Sides declined over 13 percent 
PDI placed for the promotion period in¬ 
cluded 40 Winston Spirit of Freedom floor 
displays, 57 Winston Wrap race fan ban¬ 
ners, 23 Winston Wrap banners, 47 Win¬ 
ston Wrap danglers, and 46 Winston Wrap 
change mats, 

By using their ingenuity as well as their 
resources, the Norfolk division was able to 
create an exciting promotion which ben¬ 
efited tlieShoreStopFoodsandRJR. Through 
the efforts of this division, RJR sustained 
price advertising at all store locations for a 
month, while offering consumers an oppor¬ 
tunity to tr\' the new Wrap. The incentives 
offered to the stores’ personnel ensured a 
high level of cooperation. 

Ill 


RJR Galloping Sum During 
National Qnarterhorse Congress 



Along the (rail, smokers found RJR products readily accessible at the (Juarleiiiorsc event J 


“Hi, ho, Silver' could be Area Sales Rep¬ 
resentative Bob Cecil’s new motto, Cecil 
recently took advantage of the National 
Quarterhorse Congress that was held at the 
Oliio State Fairgrounds. 

Using one of the State Fair booths, Cecil 
converted it to the “Winston Smoke Shop,” 


where he set up exclusive displays and 
advertising. Also, in the State Fair restauran t, 
Cecil placed a vending machine that sold 
Magna exclusively in all 22 columns. 

The sales results were outstanding. For 
this three-week event, RJR achieved 45 
percent of total cigarette sales. 


51859 6061 
















fi •> 

11 1 i iliill' 

* 

J. 

\ 

r-«funo,rr, 1 

i t 


mm 

9 

r 




■j 1 *i 

-^'’ aa= “Sr3885flDB8S 

te 7 -i 

—- 


m 

: ■:! ii 



. r - Yr . 


r-*-* 

•f »/■■* 


* *»- 

i'i ,V 7l -.71 

Special fixture gives full price brands, 

Doral ami lies! Value, excellent exposure. 


South Florida 
Super Store Sale 
a Success 

Area Sales Representatives Glenn Rose 
and Bryan Smith, of the Sarasota, Fla., di¬ 
vision, banged away at the competition at 
two high-volume accounts in Naples, Fla, 
The store sales were advertised for several 
weeks in area newspapers, stating that there 
would be specials and premiums given out 
on all RJR cigarettes purcliased. 

A total of 3,000 cartons of RJR brands 
were sold during the 10-hour store sales. 
Full-price brands accounted for 70 percent 
of the cigarettes sold. Competitive sales were 
less than 1OO cartons during the store sales. 

Rose and Smith greeted customers ai the 
door, asked them about their usual brand 
or what they planned to purchase, and 
offered specials to competitive customers if 
they purcliased an RJR brand. 

Bothrctaillocationshaveaskedthatasale 
ofthistypebe heldonamonthlyorquarterly' 
basis because their cigarette volume in¬ 
creased over 125 percent for the week of 
the sale. 


Special Fixture Brings Casey’s 
Back into RJR Fold 

Casey’s General Stores, a 785-store chain special four-foot springload unit with a 

in the Midwest, made a decision that would promotional platform, 

have given any chain accounts manager The fixture incorporates a lighted sign 
nightmares. They decided to discontinue andpromotionaldisplaythatincludesafive- 

theuseofRjR'saxclusivepermanentcounter pack stair step for Doral and one for Best 
displays and keep temporary displays to a Value, The remaining bin area Is used for 
minimum. full-price work plan promotions, shipped 

Undaunted and inspired with achallenge, via Value-Added from Casey’s warehouse. 
Senior Chain Accounts Manager Don Crees, Crees put the “icing on the cake' ’ by having 
Des Moines, Iowa, chain division, set out to the chain handle installations in all 580 
bring Casey’s back into the fold. Calling on corporate stores and 160 franchise stores. 
Area Vice President Pat Cundari and Re- Sincetheprogramwasinitiatedinthefirst 
gional Manager John Drolette, plus the quarter of 1991,1,000 cases of full-price 
MerchandisingDepartment's development brands and 250 cases of Doral have been 
expertise, Crees was able to offer Casey’s a pliissed out through Value-Added. 



The Northstar Nationals in Brainerd, a major racing promotion at a Super One 

Minn., is a major sports marketing event. Store. A Winston Drag Racing mini-car was 

It’s also an opportunity for the RJR sales displayed with 1,000 cartons of extra Win- 

manager who knows how to tie the event ston ordered for the event In addition, Ms. 
to retail. Winston was available during the promo- 

Duluth, Minn., District Manager Paul tion to work consumer mission offers, and 
Stromgren got together with Bobby Masten prominent race driver, John Force, was 
andjeff Kirkof Sports Marketingtodevelop present for an autograph session. 
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Morris Offers Solution 
to WaWa’s Dilemma 


The inevitability of change and a can-do 
attitude by Philadelphia Senior Chain Ac¬ 
counts Manager Jim Morris were a winning 
combination, Earlier this year, Morris met 
with executive management from WaWa 
Markets. This convenience siorechain, with 
485 outlets, had along-standingphilosophy 
of “we do not promote cigarettes.” How¬ 
ever, as its gross dollar sales and bottomline 
profits began to sag, the chain looked to 
Morris and RJR for ideas and concepts 
which would have a positive impact on its 
profitability. 

WaWa offered Morris an 11-store test 


area in Lehigh Valley', Penn. Morris, along 
with North Philadelphia Division Manager 
R.L. VanSickle, implemented elements of 
the Convenience Store Preferred Presence 
program. Cash register position PCDs, Sys¬ 
tem LG floor displays, and Doral counter 
displays were installed in each location, 
WaWa also rolled back its retail prices to 
state minimums in the 11 test stores. 

The results of this program were so dra¬ 
matic that the RJR program, including ex¬ 
clusive exterior Camel signage, is now au¬ 
thorized throughout the entire 485-store 
chain. 
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Jim Morris reliedou floor displays, CCDs 
and Dural counter displays to impress 
WaWa markels. 



Kinney and Miller 
Win Recognition 

Area Sales Representative Bill Kinney and 
Training and Development Manager Steve 
Miller were real winners when they sold 16 
cases ofDoral, Sterling and Magna as a mass 
display to Win Outlet, a fast growing sub¬ 
jobber with a strong cash and carry retail 
business in Reading, Pa. P-O-S was used to 
communicate the price savings to consum¬ 
ers and retailers. 

















TVuck Show Builds Camel Sales 

The Louisville, Ky., division doesn’t mind 
getting down and dirty, especially'when the 
Mud and Monster Truck Show rolls into 
town. Division Manager Don Mann mar¬ 
shalled his troops—Training and Develop¬ 
ment Manager Terry' Casabella, Special 
Accounts Manager Thomas Martel, Area 
Sales Rep resentativcShereeBanet, AreaSales 
Representative Mary Terry, and Retail Rep¬ 
resentative Carolyn Gnau—and obtained 
three monster trucks from Sports Market¬ 
ing Enterprises. They were displayed at 
selected retail locations to generate interest 
and increase sales. 

Collectively, their efforts produced 540 
prebooked cartons ofCamel, six dump bins 
of Camel Hard Pack with lighter, six floor 
bases of Camel Hard Pack with lighter, six 
banners, and advertising in 36 newspapers. 

The Mud and Monster Truck Show was 
enjoyed by 16,000 people, and the division 
entertained 230 customers and employees. 


and Development Manager Mark Goring, 
probed store managers for specific needs 
in their respective cigarette departments. 
All store managers agreed that consolidat¬ 
ing and expanding the savings section was 
necessary for future growth as well as 
upgrading RJR package fixtures to include 
promotional vehicles. Massey also pro¬ 
posed an advertising enhancement by in¬ 
corporating light boxes and lighted side 
signs, which the store managers liked. 

However, Massey didn’t stop there. No 
detail missed her scrutiny. She improved 
plan-o-grams on the current 4x4 lull-price 
set to maximize contractual monies, and 
offered the RJR Package Protection Bonus 
to beat the monies of a competitive pro¬ 
posal Massey then used the store manag¬ 
ers’ input, together with her proposal, to 
successfully sell her concept to the chain 
owner. 

Overall, Massey sold five UPMs with 
PackageProtection Bonus, eliminatedeight 
competitive savings centers, and expanded 
the RJR savings rows to 86. 
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When it comes to fighting big battles, the 
Peoria division uses heavy merchandising 
artillery. The division is winning the war in 
the store with an emphasis on package 
Preferred Presence and sprmgloadpromo- 
tional unite. 

Special Accounts Manager Tim Rohlf 
started the road to victory by selling Pre¬ 
ferred Presence to Tri-Star Marketing, with 
23 locations, and Clark Oil, with 70 loca¬ 
tions. AreaSales RepresentaiiveTiniHelman 
continued the momentum by selling Pre¬ 
ferred Presence to Usco Oil, with seven 
locations. 

The battle's outcome was well in hand 
after AreaSales RepresentativesMike Gripp, 
Mary O’Brien, Rick Suryk, Bette Fanner, 


and Randy Criddle together placed a total 
of 21 springloads with promotional launch¬ 
ing pads. 

The competition had no choice but to 
raise the white flag. The Peoria division now 
lets (he other companies battle it out forthe 
second best position in the store. 

Massey Solves 
Holiday Mystery 

Area Sales RepresentativeJoanneMassey, 
of the Evansville, Ind,, division, would win 
theSheriockHolmesJuniorDetectiveAward 
hands down, if such an award were gjven. 
Her sleuthing began when she heard that 
the competition had proposed replacing 
RJR carton and package fixtures in Holiday 
Foods, a300-plus volume, five-store super¬ 
market chain, headquartered in Dale, Ind. 

Massey put on her junior detective cap 
and took action. She, along with Training 
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SlarAttratfionat 
Reliable Drag 

Every RJR manager knows that reliability', 
together with a sound sales proposition, 
makes them “stars" with chain manage¬ 
ment. Senior Chain Accounts ManagerGary 
Albers, Indianapolis chain division, used 
these principles to become the star attrac¬ 
tion at Reliable Drug, Inc. Albers’ fame 
comes from selling a major promotion and 
merchandising program to Reliable Drug. 

This drug chain has grown rapidly since 
acquiring 114 stores from Peoples Mid- 
West division and 151 stores from Revco. 
Also, Reliable Drug had not accepted any 
cigarette manufacturer’s promotions for 
over a year. 

A proposal was submitted to Area Vice 
President Pat Cundari to develop a promo¬ 


tional program for this chain. Financial 
analysis of the program was generated to 
ensure that the benefits outweighed the 
costs in terms of enhancing RJR’s sales and 
assuring RJR of a good return on its invest¬ 
ment. Budgeting for the promotional activ¬ 
ity' was received from the Vantage, Salem 
and NOW brand business units. 

Albers presentedandsoldtheRJR spring¬ 
load concept with promotional dump bins 
in all stores, lighted signage will also en¬ 
hance in-store presence. Exclusive RJR 
promotional activity will be Value-Added to 
the stores on a monthly basis. The promo¬ 
tional units will generate 656 cases of RJR 
promoted volume. Reliable Drug has also 
accepted Best Value products, which will 
eventually becomeitsonlyfourthtierbrand. 
Projected potential volume is 2,296 cases 
per year, 

Athree-yearcommitmenthas been signed 
by the chain to maintain the RJR program. 



Superman EM Yield Savings Results 


Area Sales Representative Tom Hitch, of displayed over 2,000 cartons of Doral. 
the Columbus division, may not be able to In fact, the entire Columbus division is 
leap tall buildings in a single bound, but he dedicated to maintaining the price advan- 
is a superman when it comes to promoting tagc on Doral, Magna and Sterling brand 
the Doral brand family. During a one-week families through placement of pricing ban- 

period, Hitch booked into his stores and ners and displays. 

II 


Divisions in 
Cincinnati Region 
Wrap‘em Up 


How motivated is RJR’s sales force? Just 
ask anyone from the Cincinnati region. 

FollowingtheintroductionoftheWinston 
Wrap, the Cincinnati region conducted 
Winston Wrap P-O-S Days. Each division 
was allowed to develop its own program for 
one ortwo days any timedu ring the last two 
weeks of September, 

There were 1,412 calls made by 71 sales 
representatives (over20callsperrepresen- 
tative), and over6,060 pieces of P-O-S were 
placed (over 4.3 per call). 


Miami Rep Wims 
Retails aiED Witt 

Returned goods are a costly proposition 
for the company. Implementing ways to 
reduce product returns require good sell¬ 
ing and persuasive skills. Area .Sales Rep¬ 
resentative Mario Robleto, of the Miami, 
Fla., division, uses these skills well. 

At die beginning of 1991, Eli Witt in Miami 
was returning over 70 cases of RJR product 
per month, Rather than ignoring the prob¬ 
lem, Robleto sought a solution. One of the 
methods he employed was demonstrating 
proper rotation methods to Eli Witt person¬ 
nel, as well as repacking good RJR product 
by both Eli Witt personnel and his part-time 
associates. The results are impressive. As of 
thefirstofNovember 1991, EliWittretumed 
only 10 cases. This reduction represents a 
substantial savings for RJR. 
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Dayton Division Territory Representative 
Jan Phillips could be in law enforcement. 
She recently locked up the cigarette mer¬ 
chandising center at Lofino’s #1, in Dayton, 
Ohio. Following a discussion with the re¬ 
tailer, Phillips reconfigured the indepen¬ 
dent retailaccount’sdgarettedepartmentto 
RJR’s advantage. Her recommendation in¬ 
volved a new merchandising setup to efB- 
cientlymaximizeRJR’spositionandprowde 
Lofino's with an optimum merchandising 
department. Phillips was also successful in 
securing a 2' by 3' ECD that was placed at 
the second checkout 
Phillips increased RJR savings rows from 
nine to 52, increased RJR promotional 



Dayton Reps “Taking 
Care of Business” 


spaces from 2-1/2' to 8', and removed the 
two competitive savings centers—all in a 
day’s work. 

Area Sales Representative Charlie Yaw 
works hard every day, too, But in July, when 
the Clark County Fair came to Springfield, 
Ohio, he really got excited, and not because 
of carnival rides and cotton candy. Yaw 
didn’t need a gypsy with a crystal ball to 
foresee an opportunityfor the company. His 
efforts enabled RJR to capture the only 
P-O-S for cigarettes at the fair. With the help 
of premium items, RJR products accounted 
for 57 percent of all cigarettes sold. The 
week-long Clark County event drew over 
25,000 people. 
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Indy Reps Race to 
Winner^ Circle 


The racer with the most dollars doesn't 
always end up in the winner’s circle. Area 
Sales Representative Manny Tolentino 
proved that service and performance can 
outweigh bonus dollars. He did so by re¬ 
placing competitive merchandising in 
Mickeys T Mart (750 CPW), in Shelbyville, 
Ind.. Since inheriting this PM-dominated 
account oneyear ago, Tolentino has outper¬ 
formed the competition through reliability 
and overall service. And they' proved to be 
key factors despite PM’s $3,000 offer to buy 
back this account. 

Tolentino established RJR’s preferred 
position in selling 16-foot flex with coexist¬ 
ence vertical loading, featuring RJR on 
three sections with lighted advertising. 
Mickeys hadpreviouslyused gondolashelv¬ 
ing. Two RJR springloads with promotional 
toppers were also included, replacing PM's 



centralized merchandising. 

Also in the Indianapolis division, credit 
Area Sales Representative Andrew King with 
avictorylap, as he busted competitive domi- 
nanceintheSaveOnliquorchaininMuncie, 
Ind.. King’s persistence and determination 
were keys in selling this growing chain of 
22 stores on RJR’s Preferred Presence 


Program for all 22 locations. King 
prebooked 400 cartons of RJR product to 
get things rolling, The Preferred Presence 
set-up for the stores consisted of PCD at 
cash register position, CCD with promotion 
platform, and an EVD unit Stores will utilize 
lighted signage to gain additional exposure. 


Covington Local Event Draws Smokers to Winston 



Kentucky is to horse racing what North 
Carolina is to stock car racing. And a pre¬ 
mier example of a successful local oppor¬ 
tunity event occurred In the Covington di¬ 
vision during the fell meet at Turfway Park 
in Florence, Ky. 

A combination of Winston Wrap expo¬ 
sure included advertising, race sponsor¬ 
ship, premium giveaway, sampling, and 
promotion at each shop inside the park. 
Included wasaspedalretail promotion that 
offered a free pass to the park with the 
purchase of threepacksofWinslon. Key RJR 
customers enjoyed the hospitality extended 
by the Cincinnati region staff in the VIP area 
of the park. 

The results exemplify the success of local 
opportunity events, increased sales for RJR, 
and increased attendance for Turiway Park. 
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Teamwork 
Builds Volume 
atJetro’s 

RJRs sales force is renowned for its 
tKimwork,amongotherqualifies.AreaSales 
Representative Gil Garda recently proved 
that teamwork should extend beyond your 
fellow employees. Garcia teamed up with 
the warehouse manager of Jetro Cash & 
Carry to develop a promotion for Jetro’s 
15th anniversary. The promotion consisted 
of a 25-cent carton incentive on all RJR 
brands. 

Retailers were informed of the program 
through Jetro’sflier. When theyvisitedjetro, 
the Camel van greeted retailers at the door 
andexplained RJR’sprogram. Cameladver¬ 
tising was placed both inside and outside 
Jetro’s warehouse. 

Garcia’s efforts sold 22 extra cases of 
product and helped Warehouse Manager 
Michael Sax win a trip to Hawaii sponsored 
by Jetro. Sax wrote the following in a mes¬ 
sage sent to the division office: “He (Garcia) 
went the extra mile in getting us the promo¬ 
tions we needed, as well as setting up the 
promotions and displays. People like Gil 
were instrumental in helping us have the 
successful anniversary sale that we did." 



Volunteer Labor Spurs Labor Day Resort Effort 


When most people are eagerly' anticipat¬ 
ing a three-day weekend over labor Day, 
several members of the Norfolk, Va., divi¬ 
sion were gearing up for a weekend of 
convenience store promotions. 

During the period of Aug, 30 through 
Sept. 2, a Norfolk division volunteer 
team—Preston Carswell, JackHolmstrom, 
Elliott Hatcher, Gary Weaver, Scott Berry, 
and Kim Carswell—worked 18 resort- 
oriented convenience calls on the Outer 
Banks of North Carolina 
The division team placed floor displays, 
set up pack displays, and made 1,208 con¬ 


sumer offers, netting 1,035 conversions for 
an 86 percent average. These efforts pro- 
ducedadditionalsalesofRJRbrands(10,189 
canons), as well as placements of 70 ban¬ 
ners and other high-impact advertising 
pieces. This exemplary performance is es¬ 
pecially noteworthy because they worked 
the weekend on their own. 

Jim Best, area vice president, South At¬ 
lantic sales area, praised the team effort: “I 
think this was an extraordinary effort on 
behalf of the people in the Norfolk division, 
and an illustration of our commitment to 
achieving the company’s objectives." 


“D”Days 

Invasion 
in Tulsa 

The Tulsa, Okia., division declared w'ar 
on all competitive, low-price brands last 
April by designating each Friday for six 


weeks as “D" (Doral) Days. Doral was the 
onlyfocus on thesedays. Coupons andVPRs 
wereused to keepDoral competitive against 
generics and sub-generics. 

Large quantities were sold to place pack¬ 
age dump bins and carton displays. No pre¬ 
booking or display monies were used. In 
each assignment, high-volume pack or 
carton outlets were selected. Once the pro¬ 
gram was underway in stores, part-time 
help was used to continue the coupons and 
VPRs in those stores while RJR sales rep¬ 
resentatives sold other outlets on the pro¬ 
gram. 


Within two weeks, Doral became the best 
selling, low-price brand in the stores in¬ 
volved in the program and, in some cases, 
Doral was the number one seller of all 
brands, During the “D” Day period, 13 RJR 
salesrepresentativesmade827calls, placed 
135 pack dump bins, 35 carton floor dis¬ 
plays, and placed over 160,000 pack or 
carton coupons and VPRs. 

The results are significant — division 
Doral case shipments improved 24 percent 
over the previous quarter. The sales repre¬ 
sentatives not only met their challenge, they 
exceeded it, 
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Forsyth Tobacco Products Forms New Organization 


(»c*on*o Miuilh 


Forsvtlj Tobacco Products, a subsidiary' 
of R. Reynolds Tobacco Company, has 
formed a new oiganization to better meet 
the challenge of emerging competitive pri¬ 
vate label or black-and-white brands in the 
marketplace. 

"Vi e awgni/ethal the company’s prof¬ 
itability lies with full-price brands,’' saidjim 
Helm, director, Forsv tit Tobacco Products, 
"At the same time, we have to face the reality 
that many of die ivtulers are pressured into 
private label brands to compete with other 
retailers, because many smokers are shop¬ 
ping for tlie best price." 

Helm addressed the overall strategy of 
Fo rsvtlt Tobacco .is beating the competition 
at their own game. "We have to be a player 
in the private l.dxi g-ime, Helm said, "and 
we have to work our game plan strategy 
more effectively than the competition." 

The new organization places three na¬ 
tional immagers for Forsyth Tobacco Prod- 
ucts in the field, each responsible for two 
sales areas. Jim Pisritelli, formerly senior 
information manager in the Home Office, 
covers tlie North Atlantic and North Central 
sales areas and is headquartered in Cleve¬ 
land, Ohio. Mickey Nutting, who joined 
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Mickey Nulling 


Forsyth Tobacco Products front Sports 
Marketing, is responsible for the South 
Atlantic and Mid-Western sales areas. He 
will be based in Winston-Salem. David 
Owens, formerly regional manager in San 
Francisco, has joined Forsyth with respon¬ 
sibility for the Pacific Mountain and Mid- 
Continent sales areas. George Smith, who 
came to Forsyth from the Planters Life 
Savers organization, is operations manager. 

The Forsyth national managers will seek 



out potential private label customers work¬ 
ing top down, beginning with larger retail¬ 
ers who would be offered their own private 
label brand, manufactured by Forsyth. In 
addition, Forsyth will offerfranchise brands 
to medium-sized chains. 

Identifying prospects for Forsyth prod¬ 
ucts will be a joint effort by the national 
account managers and each sales area. The 
national managers will assist field man¬ 
agers assigned to the account in selling 
private label and franchise brands. “Wewill 
be a focal point for the field, with 
managers who know all the ins and outs 
of the private label business,” Helm said. 

‘‘Thisneworganization,” Helm explained, 
“was established to better position our¬ 
selves to make our products available to 
those accounts who are potential private 
label customers. If they want a private 
label brand, we prefer it to be ours." 
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RJR Big Winner at 
POPAI’s (IMA Competition 


RJR Nabisco, Inc., walked away with 15 
Outstanding Merchandising Achievement 
(OMA) awards at the Point-of-Purchase 
Advertising Institute’s (POPAJ) 32nd an¬ 
nual awards competition in New York Citv, 
held Oct. 29-31, 1991, 

Eleven of the 15 awards were given to R.J. 
Reynolds Tobacco Company for the follow¬ 
ing pieces: 

• FlexMerchandiscrEnhancementProgram 

• Overhead Package Merchandiser 

• Winston Ultra Lights Gravity Feed Display 

• Express Checkkuie Display Program 


• Salem Slim Lights Car Display 

• Overhead Promotion Bin 

• Preferred Presence Display Program 
•Joe the Camel Display 

•Winston Cup Dispenser 
•Preferred Presence Illuminated Sign 
•Convenience Store Security Camera 
These awards not only confirm that RJR’s 
MerchandisingDepartment develops inno¬ 
vative merchandising units which win 
awards, but also demonstrate why RJR is the 
preferred merchandising supplier for the 
major chains. 


Foit Lewis Commander Honors 
RJR Mililaiy Sales Manager 

Mike Kennedy', of the South Seattle divi¬ 
sion, was the recipient of an award pre¬ 
sented by General C. E. Waller, command¬ 
ing officer of Fort Lewis, Wash. 

RJR, through the efforts of Kennedy, was 
one of several companies and organizations 
cited for the award. General Waller said the 
award was bestowed “for consistent sup- 
portofthemilitarythroughoutDesertShield 
and Desert Storm, by sponsorship of and 
participation in many programs geared to 
ourtroops’ morale, welfare and recreation,” 

Kennedy received a framed photo of our 
troops boarding a plane bound for the 
Persian Gulf, with the following inscription: 
“Presented to R.J. Reynolds Tobacco Com¬ 
pany for Desert Storm Support, Fort Lewis 
19 June 1991.” 
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Three new region managers have been 
assigned in Memphis, Term,, Boston, Mass., 
and San Francisco, Calif. 

Arnold Bivens has been promoted to 
region manager in the Memphis region. 
Rich Kane has been promoted to region 
manager in the Boston region. Dave Vaught 
has been promoted to region manager in 
the San Francisco region. 

Bivens joined the company in 1968 as a 
sales representative in the Charlotte, N.C., 
division, where he was promoted to area 
sales representative the following year. He 
was promoted to assistant division manager 
in the Raleigh, N.C., division in 1972, to 
division manager in the Charlotte, N.C., 
division in 1981, and to chtiin accounts 
manager in the Charlotte, N.C., chain divi¬ 
sion in 1986. He was appointed sales 
merchandising manager for the South At¬ 
lantic sales area in 1988. 

Kane joined (he company in 1977 as a 
sales representative in the Worcester, Mass,, 
division, where he was promoted to area 
sales representative the following year, In 
1980, he was promoted to area manager, 
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vending, in the South Boston, Mass., divi¬ 
sion. In 1981 he was promoted to assistant 
division manager in the Albany, N.Y., divi¬ 
sion and, in 1983, to division manager of 
that division, in 1986 Kane was promoted 
to the Mid-Continent sales area staff, where 
he has held several positions. He was 
promoted to national manager, merchan¬ 
dising, in 1989. 

Vaught joined the company in 1971 as a 
sales representative in the Seattle division. 
He was promoted to area sales represen¬ 
tative in 1972. Hewaspromotedtoassistant 


division manager in the Renton, Wash,, 
division in 1973 and to division manager in 
the South Seattle division in 1976. 

Vaught was promoted to chain accounts 
manager in the Seatde chain division in 
1979, and to sales training and develop¬ 
ment manager in the Pacific Mountain sales 
area in 1982, He was named Sacramento, 
Calif., chain accounts managerin 1988 and 
national accounts manager in the Planters 
Western region later that year, In 1989 he 
became senior chain accounts manager in 
the Central Los Angeles chain division. 


John Barnhardt 

has been promoted to 
manager, sales and 
marketing training, in 
the Home Office Sales 
andMarketingPerson- 
nel Department, 
Barnhardt joined the 
company in 1982 as a sales representative 
in the Raleigh, N.C., division, where he was 


r/ 


promoted to area sales representative the 
following year. He was promoted to mili¬ 
tary and institutional manager in the 
Panama City, Fla., division in 1985, where 
he also served as special accounts man¬ 
ager. In 1987, he was appointed assistant 
division manager in the Columbia, S.C., 
division. Barnhardt was promoted to divi¬ 
sion manager in the Tampa, Ha., division 
in 1989. 
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Fred Baumann has 
beenpromotedto trade 
program manager in 
the Home Office Sales 
Department. 

Baumann joined the 
company in 1979 in the 
West Palm Beach, Fla., 
division where he was promoted to area 
sales representative (lie following year. He 
was promoted to assistant division manager 
in the Knoxville, Term., division in 1983. He 
also held the positions of special accounts 
manager and training and development 
manager in that division. 

Cathy Bisese has 
beenpromotedto sales 
manager, assigned to 
the Salem business unit 
in the Home Office 
Sales Department. 

Bisese joined the 
I company in 1984 as a 
sales representative in the Charleston, S.C., 
division, where she was promoted to area 
sales representative the following year. She 
was promoted to training and development 
manager in the North Atlanta division in 
1986, and became special accounts man¬ 
ager in die South Atlanta division in 1988. 
She was promoted to division manager in 
the Fast Atlanta division in 1989. 

Jack Borgen has been promoted to area 
manager, national accounts, for the South 
Atlantic sales area. 

Borgen joined the company in 1969 as 
a sales representative in the West Palm 
Beach, Fla., division, where he was pro¬ 
moted to area sales representative the fol¬ 
lowing year. In 1975, he was promoted to 
area manager, vending, in the Miami divi¬ 
sion and the following year was named 
assistant division manager in the Roanoke, 
Va, division, Borgen was promoted to 
division manager in the Tampa, Fla, divi¬ 
sion, in 1978. 

He was promoted to chain accounts 
manager in the Miami chain division in 
1981. In 1988, he moved to the Charlotte, 
N.C., chain division, where he was pro¬ 
moted to senior chain accounts manager. 




Jeffrey Christo¬ 
pher has been pro¬ 
moted to manager, 
marketing personnel, 
in the Home Office 
Sales and Marketing 
Department. 
Christopher joined 
R, J, Reynolds Industries in 1981 as a per¬ 
sonnel assistant. He became corporate 
recruiter in 1982 and was promoted to 
senior corporate recruiter in 1985. In 
1986, he became manager, compensation 
analysis, for RJR Nabisco, Inc. Christopher 
moved to R.J. Reynolds Tobacco in 1988 as 
personnel manager, Home Office. He be¬ 
came manager, staffing, in 1989. 

Steven Clark has 
been promoted to 
chain accounts man- 
agerintheSacramento, 
Calif., chain division. 

Clark joined the 
company in 1983 as a 
sales representative in 
the Riverside, Calif., division, where he was 
promoted to area sales representative the 
following year, He was promoted to assis¬ 
tant division manager in the Portland, Ore., 
division in 1986, where he also served as 
training and development manager. Hewas 
appointed assistant division manager in the 
Las Vegas division in 1988. Clark was 
promoted to division manager in the Sac¬ 
ramento, Calif., division in 1990. 

William Dufly, Jr. 
has been promoted to 
sales manager, as¬ 
signed to the Winston 
business unit in the 
Home Office Sales De¬ 
partment. 

Duflyjoinedthecom- 
panyin 1982 in the North Chicago division, 
where he was promoted to area sales rep¬ 
resentative the following year. He was pro¬ 
moted to training and development man¬ 
ager in the Green Bay, Wis., division in 1986, 
where he also served as assistant division 
manager. Duffy' was promoted to division 
manager in the Evansville, Ind., division in 
1989. 



John EUegate has 

beenpromotedto sales 
manager, assigned to 
the Camel business unit 
in the Home Office 
Sales Department. 

Ellegate joined the 
company in 1982, in 
the Albany, N.Y., division, where he was 
promoted to area sales representative the 
following year. He was promoted to assis¬ 
tant division manager in the Buffalo, N.Y., 
division in 1984, where he also held the 
position of special accounts manager. 

In 1987, EUegate was promoted to divi¬ 
sion manger in the West Detroit division. 

David Gesmundo 
has been promoted to 
chain accounts man¬ 
ager in the Charlotte, 
N.C., chain division, 
Gesmundo joined 
the company in 1981 
as a sales representa¬ 
tive in the Columbia, S.C., division, where 
he was promoted to area sales representa¬ 
tive the foHowing year. In 1984, he was 
promoted to assistant division manager in 
the Charleston, S.C., division, where he also 
served as special accounts manager. 
Gesmundo was promoted to division man¬ 
ager in the Charlotte, N.C., division in 1987. 





Mark Kruth has 

been promoted to na¬ 
tional manager, infor¬ 
mation analysis, sales 
applications, in the 
Home Office Sales De¬ 
partment 

Kruth joinedthe com¬ 
pany in 1974 as asales representative in the 
Albuquerque, N.M., division, where he was 
promoted to area sales representative the 
following year. He was promoted to assis¬ 
tant division manager in the Buffalo, N.Y., 
division in 1978. Kruth joinedRJ. Reynolds 
Tobacco International in 1982 as supervi¬ 
sor of military sales. He was appointed 
division manager in the Indianapolis dM- 
sionin 1985. In 1990, Kruth was promoted 
to chain accounts manager in the Chicago 
chain division. 
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Eric Maki has been 
promoted to chain ac- 
counLs manager in the 
KansasCity,Kan., chain 
division. 

Maki joined thecom- 
pany in 1980 as a sales 
representative in the 
Duluth, Minn., division, where he was pro¬ 
moted to area sales representative the fol¬ 
lowing year. He was promoted to special 
accounts manager in the Milwaukee divi¬ 
sion in 1986. He was promoted to division 
manager in that division in 1989. 

Richard O’Mara has been promoted to 
chain accounts manager in the Raleigh, 
.N.C., chilin division. 

O'Mara joined the company in 1979 as 
a s;»les representative in the Louisville, Ky., 
division, where he was promoted to area 
sales representative the following year, He 
was promoted to assistant division manager 
in the Charlotte, N.C., division in 1983. 
O’Mara was promoted to division manager 
in the Charleston, S.C., division in 1987. 

Mark Paulson has 
been promoted to 
manager, sales and 
marketing training, in 
the Home Office Sales 
and Marketing Person¬ 
nel Department. 
Paulson joined the 
company in 1979 as a stiles representative 
in die San Fernando Valley, Calif., division, 
where he was promoted to area sales rep¬ 
resentative the following year. He was pro¬ 
moted to assistant division managerin 1984 
in the Fresno, Calif., division, and to division 
manager in the Phoenix, Arif., division in 
1989- He became division manager in the 
North Phoenix division in 1990, 

Michael Purviance 
has been promoted to 
chain accounts man¬ 
ager in the South Chi¬ 
cago chain division. 

Purviance joined the 
companyin 19S3intlie 
Peoria, Ill., division, 
where he was promoted to area sales rep¬ 
resentative the following year, In 1986 he 
was promoted to special resource manager 
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in the Central Chicago division. He was 
appointed training and development man¬ 
ager in the Kansas City, Mo., division in 
1987, and promoted to division manager 
in the Indianapolis, Ind., division in 1989. 

Steve Qualkinbush 
has been appointed 
national manager, in¬ 
formation analysis, 
sales applications, in 
the Home Office Sales 
Department. 
Qualkinbush joined 
the company in 1971 as a sales represen¬ 
tative in the Indianapolis division, where he 
was promoted to area sales representative 
the Mowing year. He was promoted to 
assistant division manager in the North Chi¬ 
cago division in 1974, and to division 
manager in the East Chicago division in 
1981. He was promoted to chain accounts 
manager in the Kansas City, Kan., chain 
division in 1983, and to senior chain ac¬ 
counts manager in 1989. 

Elaine Santa has 
been promoted to area 
manager, finance, for 
the Mid-Western sales 
area. 

Sarna joined the 
companyin 1986 as a 
computer program¬ 
mer. She was promoted to manager, tech¬ 
nical services, in 1987, and to manager, 
production planning, at the Whitaker Park 
cigarette plant in 1987. Sama moved to 
R.J. Reynolds Tobacco International in 
1990 as a manager in brand research and 
development. 




Robert Snow has 

been promoted to 
manager, sales and 
marketing training, in 
the Home Office Sales 
and.MarketingPerson- 
nel Department. 
Snow joined the 
company in 1979 as a sales representative 
in the South Boston division where he was 
promoted to area sales representative in 
1980. He was promoted to area manager, 
vending, for the Boston area in 1981. In 
1984, Snow was promoted to assistant di- 
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vision managerin theNassau, N.Y., division. 
He was promoted to division managerin the 
Albany, N.Y., division in 1986. 

Dean Stein has 
been promoted to se¬ 
nior chain accounts 
manager in the Lub¬ 
bock, Texas, chain di¬ 
vision. 

Steinjoinedthecom- 
panyin 1969 as a sales 
representative in the Oklahoma City, Okla., 
division, where he was promoted to area 
sales representative in 1971. He was pro¬ 
moted to area manager, vending, in the 
same division in 1977. Stein was promoted 
to assistant division manager in the Spring- 
field, Mo., division in 1978, and to division 
manager in the Paducah, Ky,, division in 
1982, Stein was promoted to chain ac¬ 
counts manager in Lubbock in 1985. 

Russell Bicknell 
has been promoted to 
division rnanagerimhe 
Sacramento, Calif., di¬ 
vision. He was training 
anddevelopmentman- 
agerintheSacramento 
division. 

Mary Carroll has 
been promoted to divi¬ 
sion manager in the 
Milwaukee, Wis., divi¬ 
sion. She was training 
and development man¬ 
ager in the Kansas City, 
Kan., division. 

Bruce Ford has 
been promoted to divi¬ 
sion manager in the 
North Phoenix, Ariz., 
division. He was train¬ 
ing and development 
manager in the San 
Jose, Calif., division. 
Jeffrey Hull has 
been promoted to di¬ 
vision manager in the 
Evansville, Ind., divi¬ 
sion. He was training 
and development man¬ 
ager in the Kansas City, 
Kan., division. 
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Dana Myers has 

been promoted to divi¬ 
sion manager in the 
Orange County, Calif., 
division. She was spe¬ 
cial accounts manager 
in the North Los Ange¬ 
les, Calif., division. 

Ralph Napp has 
been promoted to divi¬ 
sion manager in the 
East Atlanta, Ga., divi¬ 
sion. He was special 
accounts manager in 
the Charlotte, N.C., di¬ 
vision. 

Albert Rice has 
been promoted to divi¬ 
sion manager in the 
Chariotte, N.C., division. 
He was special ac¬ 
counts manager in the 
Charleston, S.C., divi¬ 
sion. 

Charles Roberts 

has been promoted to 
division manager in the 
West Houston, Texas, 
division. He was spe¬ 
cial accounts manager 
in the Paducah, Kv., 
division. 

John Rutledge has 

been promoted to divi¬ 
sion manager in the 
Clearwater, Fla., divi¬ 
sion. He was assistant 
division manager in the 
West Palm Beach, Fla., 
division. 

Michael Serrano 

has been promoted to 
division manager in the 
North Los Angeles, 
Calif, division. He was 
training and develop¬ 
ment manager in the 
division. 



Russell Shaw has 
been promoted to divi¬ 
sion manager in the 
Tampa, Fla,, division. 
He was training and 
development manager 
in the Winston-Salem, 
N.C., division. 

Mark Smith has 
been promoted to divi¬ 
sion manager in the 
Charleston, S.C., divi¬ 
sion. He was special 
accounts manager in 
theMiami, Fla., division. 


Michael Hancz has been promoted to 
division manager in theWest Detroit, Mich., 
division. He was training and development 
manager in die West Detroit division, 
Kent Staudacher has been appointed 
division manager in the Flint, Mich., divi¬ 
sion. He was division manager in the 
Rochester, N.Y., division. 

Timothy Sullivan, Jr. has been pro¬ 
moted to division manager in the Albany, 
N.Y., division. He was training and devel¬ 
opment manager In the Suffolk, N.Y., divi¬ 
sion. 

Colin Ufflndell has been promoted to 
division manager in the Rochester, N.Y., 
division. He was special accounts manager 
in the Cincinnati, Ohio, division. 

tii division training and 

DEMOPMNT MANAGER 
Mark Bowlby 
Charlotte, N.C., division 
Margot Degrave 

North Los Angeles, Calif., division 
Shelley Dufour 

Central Chicago, III., division 
Lori Gabriella 
San Jose, Calif, division 
Mark GambardeUa 
Nassau, N.Y., division 
Jody Gellman 

Orange County, Calif, division 
Janies Cuaneri 
Nassau, N.Y., division 


Jack Holmstrom 
Huntsville, Ala., division 
Mark Jamison 

Winston-Salem, N.C ., dimion 
Mario Mena 

East Houston, Texas, division 
Kim Owens 

Sacramento. Calif, division 
Alexander Tamborrino 
Brooklyn, N.Y., division 
William Thompson 
Annapolis, Md, division 
Clay Ward 

Bristol, Term., division 
Richard Westenberger 
North Jersey, NJ., dimion 

TO ASSISTANT DIVISION MANGER 

Brett Garrett 

Hattiesburg, Miss., division 
James Perry, HI. 

Baltimore, Md., division 
Paul Pikovvitz 

West Chicago , ill, division 
Cynthia Ryals 

West Palm Beach, Fla., division 
Jonathan Wiggins 
Baltimore, Md., division 

TO DIVISION SPECIAL ACCOL YTS MANAGER 

Lonny Gohn 

Harrisburg, Pa., chain division 
Derek Hicks 

St. louts, Mo., chain division 
Thomas Kubler 
North Jersey, NJ., dimion 
Steven Pesek 

Cincinnati, Ohio, division 
Mark Sullivan 

Washington, D.C., ditision 

TO SECRETARY-HELD SALES 

Nihla Carter 

Lubbock, Texas, district 
Joy Hlavacek 
North Atlantic sales area 
Rebecca Lawrence 
Chicago, III, region 
Karen Minatra 

South Fort Worth, Texas, district 
Roxanne Reaume 
Minneapolis, Minn „ region 
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